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The foreign policy of the state is a continuation of its domestic policy. Among 
the goals of foreign policy, one can single out the leading group that is characteristic 
of any state: ensuring national security, increasing economic potential, increasing 
prestige, strengthening international positions. The interchange of cultural 
achievements leads to mutual penetration into the sphere of spiritual life, knowledge 
of national traditions. 
In modern society, the psychological impact of advertising on an individual is 
comparable to the influence of mass culture. Advertising creates a special linguistic 
space (the so-called "subliterature"), with its characteristic emotional and suggestive 
manifestations and, to a certain extent, influences the formation of individual and 
mass consciousness. 
The relevance of the topic of this article is due to the rapid development of 
Russian-language advertising, which does not have strong historical traditions, but is 
playing an increasingly important role in the economic, cultural, social and political 
space. There is a need to study the place of advertising in the information process, its 
structure, mechanisms of influence and efficiency, as well as linguistic features and 
compositional and stylistic features of the texts of the advertising genre, to find out 
what place in them belongs, in particular, to syntactic means. 
The social significance of the language is manifested in two aspects. On the one 
hand, when the language of advertising, endowed with special expressiveness, serves 
as a role model for those who want to influence and control; on the other hand, when 
it is the object of critical assessments by those who are influenced and whom they 
want to control. Both aspects are so essential that the high degree of theoretical and 
applied significance of the solution of the questions posed is beyond doubt. 
The study is based on the existing developments of the general problems 
associated with the mechanisms of influence and effectiveness of advertising, but 
emotionally expressive means and features of the composition of advertising texts are 
studied in such detail for the first time, which is determined by the unique, not typical 
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for other media, the ratio of visual and auditory signs-signals with verbal signs 
characterizing television advertising. 
The specificity of the advertising language was studied in a number of works 
(Dmitriev O.A, Rozhkov I.Ya., Litvinova AB, Melnikova L.V., Muzykant V.L., 
Rosschupkin S.N., Timofeev M.I., Filchikova N.B., Firsov B.M., Khalatyan A.G., 
Issers O.S., Medvedeva E.V. and others). In many of them, the achievements of the 
general theory were successfully extrapolated to the solution of particular problems. 
Nevertheless, the results obtained in these works cannot be directly applied to the 
study of the language of advertising, for example, food products, since the important 
and often dominant role of the visual signal (television and print advertising) makes 
each time to evaluate the effectiveness of advertising in different ways from the point 
of view of its form, composition, as well as the morality and truthfulness of the 
content. 
On the other hand, particular problems (features of the stylistic functioning of 
syntactic means in advertising texts), due to the above-mentioned specifics of 
advertising, have not yet been the subject of a comprehensive analysis in any of the 
works known to us. 
We study the functioning of the syntactic means of the Russian language in the 
structure of advertising texts (on the example of television, print, outdoor and radio 
advertising). Along with others, these linguistic means are used to increase the 
expressiveness of advertising texts, to enhance their influencing power, as well as to 
transmit the maximum amount of information to the recipient through advertising in 
the media. 
The object of our research was texts advertising any products or services, and 
the subject of analysis was the specificity and effectiveness of the functioning and use 
of syntactic means in advertising texts and, in particular, slogans (with respect to an 
autonomous variety of advertising texts) as amplifying the expressiveness of 
advertising texts and, themes most, their impact on the addressee. 
We tried to study genre features and compositional-speech structure of 
advertising texts; to analyze the place, role and features of functioning in this 
structure of syntactic means of language, identifying their stylistic functions and 
participation in achieving the effectiveness of advertising. 
This issue implies the need to solve the following particular tasks: to determine 
the stages of advertising development, its role and place in communication; to 
characterize the features of the advertising text as a special genre with a certain 
specificity; highlight the structural components of advertising texts; identify the 
syntactic resources of advertising texts; create a classification of syntactic tools that 
play a stylistic role in advertising texts; to determine the functions of syntactic means 
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in the compositional-speech structure of these texts; outline methods for analyzing 
the communicative success of advertising texts. 
We tried to analyze and reveal the specifics of the linguistic embodiment of the 
advertising text in accordance with certain communication strategies and tactics, in 
order to use these data in analyzing the role of various syntactic units in its 
composition. The results of the study will also expand the range of knowledge about 
advertising, in particular, about the syntactic features of the structure of advertising 
texts, and can be used for further theoretical development of problems associated 
with the scientific systematization of knowledge about advertising potential 
accumulated in Russia in the 90s of the twentieth century. 
Traditionally, the following main parts are distinguished in the verbal 
component of the advertising text: heading, slogan, main message, reference 
information containing the address, contact means of communication, terms of 
purchase and other additional information. 
The headline is the most important verbal part of the ad, as it conveys the main 
message of the ad. Its function is to reflect the main idea of the advertising message, 
to attract the attention of the future consumer of the advertised product. The headline 
should communicate the minimum information, interest the reader, help to 
understand the profitability, benefit and acceptability of the purchase. A slogan is an 
advertising phrase, the slogan of a manufacturing company, the purpose of which is 
to convey the main offer of the advertiser, following the objectives of the advertising 
company. The main advertising text is a system of arguments proving the need to 
purchase the advertised product. The final part of the advertising text is additional 
information of a reference nature. 
Each component of the advertising text is involved in the implementation of the 
basic functions of advertising (influencing, attracting attention, establishing contact, 
suggesting and persuading to make a purchase of the advertised product), which 
language means help to realize. A special place among these linguistic means is 
occupied by syntactic constructions and various text-forming means (semantic, 
communicative and grammatical), which ensure the semantic and structural unity of 
the advertising text. 
In the course of our work on the problem, we came to the following conclusions: 
1) the specifics of the advertising communication situation, including the 
language means and speech features of advertising texts, are focused on convincing 
the addressee and manipulating his consciousness; 
2) the main communication strategy of the authors of advertising texts - the 
creation of the addressee's belief in the need to buy the advertised product - is 
implemented in a number of communication tactics, the main of which is the tactics 
of "getting closer to the addressee", designed to inspire his trust; 
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3) the general communication strategy and private communication tactics 
determine both the targeted selection of linguistic means, and their combination, and 
- more broadly - the composition of the advertising text, in which the syntactic means 
of the language play an important role; 
4) among the syntactic means of the language used in advertising texts for 
stylistic purposes, syntactic constructions of two types can be distinguished: (1) 
having emotional and expressive connotations already in the language system and (2) 
acquiring stylistic functions as elements of the compositional and stylistic structure of 
the text; 
5) the syntactic means of the language of the second kind serve the purposes of 
strengthening the influencing force of the text and stylizing colloquial speech, which 
is given by the communicative tactics of "getting closer to the addressee"; 
6) syntactic resources for enhancing the expressiveness of advertising texts 
appear both in combination with each other and in close interaction with the language 
means of other levels, as a result of which we can talk about hyperexpression of 
advertising texts. 
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